




This research is entitled The Effect Of Brand Reputation, Percieved 
Similarity, Percieved Risk and Consumer Innovativeness on Consumer Attitude 
toward Brand Extension (Study on Beng Beng Product in Jenderal Soedirman 
University Students). Referring to Research objectives, the research objectives 
are to analyze the effect of brand reputation, perceived similarity, perceived risk, 
and consumer innovativeness on consumer attitude toward brand extension. 
This type of research uses survey and questionnaire methods. Intended, 
collecting data and investigating causal relationships and hypothesis testing is to 
provide a review of the object of research. The sampling technique in the study 
was conduct by purposive sampling method. The criteria for respondents to be 
are: Jenderal Soedirman University students, respondent have used Beng Beng 
products and respondent knew Beng Beng products. 
Multiple regression analysis is used to determine the effect of independent 
variables (brand reputation, perceived similarity, perceived risk and consumer 
innovativeness) on consumer attitude toward brand extension as a dependent 
variable with F and t test. 
Based on the calculation result it is known that the value of coefficient of 
determination (R2) of 0.6278 means that 62.78 percent of variations in changes 
in brand extension variable can be explained by changes variable in brand 
reputation, perceived similarity, perceived risk and consumer innovativeness 
while 47.22 percent can be explained by other variables not examined. 
Based on the t test result of multiple regression analysis obtained t value of 
brand reputation variable for brand extension as large 5.0720, t value of the 
variable perceived similarity of 2.5667, t value of perceived risk variable of 
5.5610 and t value of the consumer innovativeness variable of 3.6554 is greater 
than the value of t table (1.6582) or the significance value is smaller than α 
(0.05). Based on the results of the research that has been discussed, then a 
conclusion can be drawn as follow: Brand reputation, perceived similarity, 
perceived risk and consumer innovativeness has a positive effect on consumer 
attitude toward brand extension. The statistical test result show that brand 
reputation, perceived similarity, perceived risk and consumer innovativeness has 
a positive effect on consumer attitude toward brand extension. Thus, the 
research hypothsis is accepted. 
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Penelitian ini berjudul Pengaruh Reputasi Merek, Tingkat Kemiripan, 
Risiko, dan Inovasi Konsumen terhadap Sikap Konsumen akan Brand Extension 
(Studi pada Produk Beng Beng pada Mahasiswa Universitas Jenderal Soedirman). 
Mengacu pada tujuan Penelitian, tujuan penelitian adalah untuk menganalisis 
pengaruh reputasi merek, tingkat kemiripan, risiko dan inovasi konsumen 
terhadap sikap konsumen akan brand extension. 
Jenis penelitian ini menggunakan metode survei dan kuesioner. 
Dimaksudkan, mengumpulkan data dan menyelidiki hubungan sebab akibat dan 
pengujian hipotesis adalah untuk memberikan ulasan terhadap objek penelitian. 
Teknik pengambilan sampel dalam penelitian ini dilakukan dengan metode 
purposive sampling. Kriteria responden adalah: Mahasiswa Universitas Jenderal 
Soedirman, responden yang mengkonsumsi produk Beng Beng dan responden 
tahu produk Beng Beng. 
Analisis regresi berganda digunakan untuk menentukan pengaruh variabel 
independen (reputasi merek, tingkat kemiripan, risiko dan inovasi konsumen) 
terhadap sikap konsumen akan brand extension sebagai variabel dependen dengan 
uji F dan uji t. 
Berdasarkan hasil perhitungan diketahui bahwa nilai koefisien determinasi 
(R2) sebesar 0,6278 berarti bahwa 62,78 persen variasi perubahan variabel brand 
extension dapat dijelaskan oleh variabel perubahan reputasi merek, tingkat 
kemiripan, risiko dan inovasi konsumen. sedangkan 47,22 persen dapat dijelaskan 
oleh variabel lain yang tidak diteliti. 
Berdasarkan hasil uji t analisis regresi berganda diperoleh nilai t variabel 
reputasi merek untuk brand extension sebesar 5,0720, nilai t variabel tingkat 
kemiripan 2,5667, nilai t variabel risiko yang dipersepsikan sebesar 5,5610 dan 
nilai t variabel inovasi konsumen sebesar 3,6554 lebih besar dari nilai t tabel 
(1,6582) atau nilai signifikansi lebih kecil dari α (0,05). Berdasarkan hasil 
penelitian yang telah dibahas, maka kesimpulan dapat ditarik sebagai berikut: 
Reputasi merek, tingkat kemiripan, risiko dan inovasi konsumen memiliki 
pengaruh positif terhadap sikap konsumen akan brand extension. Hasil uji statistik 
menunjukkan bahwa reputasi merek, tingkat kemiripan, risiko dan inovasi 
konsumen memiliki pengaruh positif terhaadap sikap konsumen akan brand 
extension. Dengan demikian, hipotesis penelitian diterima.  
 
Kata kunci :  brand reputation, perceived similarity, perceived risk, consumer 
innovativeness, consumer attitude toward brand extension. 
xv 
